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SRATEGI CUSTOMER RELATIONSHIP MANAGEMENT 
DALAM MEMPERTAHANKAN LOYALITAS PELANGGAN 
(STUDI KASUS KOMPAS.ID) 
Abstrak 
Oleh: Adnes Ayu Ramdyni  
Perkembangan media cetak  di Indonesia mengalami banyak perubahan sejak 
kemunculan internet. Saat ini, media cetak sedang menghadapi persaingan ketat 
akibat adanya kemunculan media baru untuk mencari informasi. Kompetisi antara 
media menjadi global dan semakin ketat. Setiap media berkompetisi untuk 
mendapatkatkan khalayak dengan jangkauan yang luas. Agar mampu menjadi 
media online yang sukses, perusahaan media harus mampu menciptakan sebuah 
strategi yang bisa menjadikan perusahaan semakin maju dan mampu 
mempertahankan kelangsungan hidupnya.  
Penelitian ini bertujuan untuk mengetahui Strategi Customer Relationship 
Management yang dilakukan Harian Kompas. Penelitian ini menggunakan konsep 
Customer Relationship Management dengan tahapan IDIC model. Penelitian ini 
menggunakan jenis penelitian kualitatif, dengan menggunakan paradigma post-
positivisme dan metode studi kasus dari Robert K.Yin. Hasil temuan penelitian 
menunjukkan bahwa Kompas.id telah melakukan serangkaian strategi sesuai 
dengan tahapan Customer Relationship Management. Dengan menerapkan tahapan 
tersebut Kompas.id mampu mempertahankan loyalitas pelanggan dengan berbagai 
reward dan kemudahan yang diberikan. Aktivitas loyalty program yang sukses 
dilakukan oleh Kompas.id antara lain: penyediaan konten yang berkredibilitas dan 
dapat dipertanggungjawabkan, strategi pemberian poin dan reward, content 
engagement (rekomendasi berita dan acara, pop up message), event privilege bagi 
pelanggan setia Kompas.id.    
 











Customer Relationship Management Strategy in Maintaining 
Customer Loyalty (Case Study Kompas.id) 
Abstract 
By: Adnes Ayu Ramdyni 
The development of print media in Indonesia undergoing many changes 
since the appearance of the Internet. At this time, print media is facing fierce 
competition because there is the emerge or new media to fine information. 
Competition between the media is becoming increasingly fierce and global. Every 
media competes to get a wide range of audience. To be able become a successful 
online media, companies must be able to make strategies that can make companies 
more advanced and able to maintain success. To answer this statement, Harian 
Kompas innovates a solution, by making Kompas.id. This paid digital media is one 
of the digital product of journalism of  Harian Kompas, one of the contents that can 
be enjoyed digitally. In this case, by providing paid digital media and the 
subscription is still quite difficult. Therefore it takes a proper marketing strategy to 
retain customers. 
This research to determine the Customer Relationship Management 
Strategy by Harian Kompas. This research uses the concept of Customer 
Relationship Management with IDIC model stages. This study uses qualitative 
research, using the post-positivism paradigm and the case study method from 
Robert K. Yin. The research finding that Kompas.id has carried out a series of 
strategies in accordance with the stages of Customer Relationship Management. By 
implementing these stages Kompas.id is able to maintain customer loyalty with 
various reward and conveniences provided. Successful loyalty program activities 
carried out by Kompas.id include: providing credible and accountable content, 
points and rewards strategies, content engagement (news and event 
recommendations, pop-up message), and privilege events for Kompas.id loyal 
customers.  
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